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Thank you for sharing time with us to share some exciting developments around the launch of Travel Wisconsin’s first full fledged group marketing effort. We are thrilled to be working with your state office and agencies to develop a comprehensive approach that will cut through the clutter to help Wisconsin build awareness and interest to grow your group business recovery.



Who
We are

100+ Combined Years
of Industry Experience
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Before I dig in, I wanted to share a little about who we are at Digital Edge.  DE is a meetings marketing focused digital agency working exclusively with destinations across the country.  We started the agency more than 10 years ago having worked for destinations on the marketing and sales side and seeing the need to have an agency focused on meetings marketing work specifically.  We pride ourselves on really getting it when it comes to destination sales & marketing.



TRENDS FOR THE
MEETINGS INDUSTRY
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Let’s start off with a look into what is happening in the group travel industry as we all work to recover to bring group business back to normal.  US Travel is anticipating a full fledge business travel recovery in 2024 - this would bring the industry back to 2019 levels, which were at historic highs.  This year may have kicked off with the Omnicron variant, but fortunately that has had little impact on group business recovery pace. 



Cvent / Northstar Booking Data

● Most planners focused on booking
new events

● Planners “Not Focused on Live Events” Falls 
to Lowest Level Since Pandemic

● Nearly 80% will host live event in next
6 months

● Intent to Pivot to Virtual/Hybrid
Alternatives Declines

Northstar Cvent January 27 Travel Pulse Survey

● Planners utilize health practices when they 
see cases spike instead of cancelling

● Concerns for costs, rates, and contract 
terms continue to grow, but planners are 
less and less concerned for their budgets 
over time

● Top Priorities: Safety and Business Viability
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The quarterly Cvent/Northstar Pulse survey data indicates a green light for group events in 2022 with the majority of planners working on live events even if health concerns arise.  Planners top concerns are costs, rates, contract terms and safety / business viability. 



Today's Planner’s Needs
as a Result of COVID-19

Needs:

Assistance in helping with the development of
hybrid meeting solutions

Continue to connect with buyers on social media
& at industry events

Continue to market the destination for future
events with full transparency on where your
destination is right now

Health and safety information is expected

Top concerns: business travel restrictions & changing 
policies, reduced budgets & reduced demand.
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It’s important to always approach your marketing and sales efforts from the customer’s perspective.  So, let’s keep in mind what planners need to know to move forward. It is important to maintain up to date health and safety information that is easily accessible on your website.  While we all know how difficult it is to plan a hybrid event, it is important to do so at least for awhile and planners can definitely use your help to do so.  While we are all returning to industry events in person, like this event here today, continue to connect with your group planner audiences on social media.  Being a hybrid sales and marketing expert, will help drive your recovery forward. 



● Constant Change

● Sustainability

● Collaboration 

● Diversity Equity & 

Inclusion

Key Group
Trends Are:
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We have definitely learned a lot, been through a lot and are coming out on the other side of this pandemic and shift in our culture.  After two years of a pandemic, the culture has most definitely changed.Here are some of the key trends and changes affecting the group travel industry.  Those Key Trends Are:ChangeSustainabilityCollaboration DEIIn a time of uncertainty there is always a plethora of opportunities.  Digital Edge is going to position the state of Wisconsin for success when marketing to create awareness for the state and showcase how the state is approaching each of these key trends. 



“Motorcycles don’t go in reverse — in other words, 
we need to operate in forward mode only. If you’re 
really working at trying to go back to the way 
things were before COVID,” he said, “you’re doing 
yourself an injustice, regardless of whether you’re a 
meeting planner or you’re running a hotel or a 
catering business.”

Daniel Burrus
New York Times bestselling author and technology futurist
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I saw this quote in a PCMA article interviewing futurists about the meetings industry and loved it.  He also said - The more you are “opening your sensors. You’re more aware of listening and hearing other things. You start making connections and sense out of things. It helps you not go back to 2019 but create what 2022 or 2025 should be.”



● Associations & sports groups are leading the way for 
group business due to financial needs

● Corporate liability factors mean corporate meetings are 
slower to return

● Incentive travel will remain domestic until it is considered 
safe to send people overseas

● Diversity & inclusivity is important to planners and decision 
makers 

● Sustainability is important to meetings & how they move 
forward

● Corporations have saved $$$ not sending their teams on 
the road - will evaluate travel spend differently moving 
forward 

● Planners budget limitations keep them from innovating 
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At Digital Edge, we follow all the research to ensure we are positioning our clients for success in group sales and marketing.Here is a list of the key insights we have found over the past two years.  We have all seen that sports has been a true constant during the pandemic and as a parent, I know we will take our kids anywhere to see them play and compete.  The recovery of the association market will also happen faster than corporate as associations rely on the revenue from their meetings to survive.  They need to get back to business and host their meetings.Incentive travel will remain domestic for at least this year if not longer, due to concerns with sending employees overseas.  When it comes to Diversity, Equity and INclusivity it is important to show how and where we are making real change and impact.  This has become a top priority for group decision makers.  Same goes for sustainability practices.  Planners are being pressed to become more innovative and produce high quality events, but their budget limitations are constraining them from being able to do so - paired with the rising costs, this is a true challenge. 



American Express Global 
Business Travel Report
There’ll be fewer transatlantic flights for 
routine meetings, but more team-building 
exercises.

What AmEx predicts is a re-envisioning of 
business travel that prioritizes experiential 
meetings—in-person bonding opportunities 
for scattered remote workers and trips that 
feel more like work perks than obligations. 

There’s precedent for a strong rebound.
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American Express’s report indicates that corporations are going to really evaluate the cost and time for flights and travel.  But, the real opportunity is in the corporations need to bring their teams together.  Employees are desperate for connection and bonding opportunities - this is where we see a real opportunity for a strong rebound of corporate groups especially if you can work with them to develop dynamic team building offerings.  Digital Edge is going to work with the state tourism office to find where the state can differentiate on team building and share that story with planner audiences. 



Will Urban/Big City Destinations Be 
More Attractive Now?
27% of Planners Agree

Will Mid- Sized Destinations Be More 
Attractive Now?
53.9% of Planners Agree

Will Small Town/Rural Destinations Be 
More Attractive Now?
35% of Planners Agree

Will Beach/Resort Destinations Be More 
Attractive Now?
63% of Planners Agree

Will Mountain Destinations Be More 
Attractive Now?
41.9% of Planners Agree

*The Cvb & The Future Of The Meetings Industry Study, Winter 
2021, Destination Analysts
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As you can see from the above research findings that date back to December 2021, planners are all across the board when it comes to the types of destinations they will find more attractive now.This is a big opportunity for tier two or mid tier destinations as well as smaller destinations to take advantage of.  The urban centers will still be of great interest as they have the most convenient convention packages with the flights and transportation options.  We also have seen a rise in interest to drive in for meetings.We will continue to watch this data to see how we can position Wisconsin’s regions for group travel.



Social Media for Planners 
- Not Just LinkedIn
It’s clear that LinkedIn alone is 
insufficient. Younger professionals 
are increasingly looking to other 
platforms, such as Instagram, for 
inspiration and connections, and 
planner-supplier relationships can 
blossom there as they once did on 
LinkedIn. It’s clear that having a 
robust
presence across multiple platforms 
and a dedicated blog to dive deeper 
into meeting offerings is ideal.

Winning Strategies in Destination Marketing - DCI 
January 2022

Presenter
Presentation Notes
OUr agency places a lot of emphasis on LinkedIn as it is easily the top business social network and makes the most sense from a B2B perspective.  But, our Digital Edge team has never just relied on this one solo platform.  When thinking about your social presence, develop a strategy where you can utilize multiple platforms.  The beautiful thing about a strong social media presence and a content marketing campaign, which is really what we are talking about is, you are developing opportunities to share your destination story far beyond what a branded advertising campaign can do.  



Attendance Building 

Top Areas Planners Expect to Decrease 
Over Next Three Years:

1. Attendance Figures at Live 
Meetings - 46.5%

2. Cancellation of Meetings Due to 
the Pandemic - 41.7%

3. Attendee Pickup of the Room Block 
Expected - 39.7%

4. The Number / Volume of Live 
Meetings Held Annually - 37.3%

Top Areas Planners Expect to Increase 
Over Next Three Years:

1. The Number / Volume of Live 
Meetings Held Annually - 60.7%

2. Incentives Offered by Destinations to 
Hold Your Meetings There - 60.7%

3. Impact of Local Politics on 
Destination Selection - 54.7%

4. Importance of Destination Safety 
Certification (GBAC) - 52.3%

Down the list - 35.9% feel attendance figures 
for live events will increase

*The Cvb & The Future Of The Meetings Industry Study, Winter 2021, Destination Analysts
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IN looking at this data, what does it tell us?When we look at attendance building and the number of meetings held, planners are all over the board with what to expect.  It's been a really rocky couple of years and they have been pulled in every direction as they cancel, schedule, cancel again and host meetings.Moving forward it will be key to show how you can help planners with their attendance building efforts.  It really is time to rethink what you do to help planners build attendance.  In today’s climate, consumers want more information and more options when planning a trip whether for business or personal.



Trend: Sustainability

Planners also anticipate a shift towards sustainability 
practices and in a similar vein, a greater emphasis on 
supporting the health and wellness of attendees by 
offering plant-based/immune-boosting menus.

THE CVB & THE FUTURE OF THE MEETINGS INDUSTRY STUDY, WINTER 2021

Presenter
Presentation Notes
Sustainability as a trend was impacting the travel industry pre-covid and after we all saw pictures of cities with less smog, less congestion, better air quality levels it became of real interest.  Now, sustainability is not just something we should talk about, it is a practice to put into place. The Wisconsin marketing approach will include content around how the state is approaching sustainability and we will identify opportunities to tell your story to the right group audiences around this topic.



Trend: Collaboration

Covid sparked opportunities for collaboration among industry 
organizations, destinations, and events.

Example:
California Destinations Hosted Brunch during PCMA Convening 

Leaders

Business Industry Events Week in DC 

States Marketing for M&C - Wisconsin, California, North Carolina Among 
Others

Presenter
Presentation Notes
With covid, many of us were collaborating with each other in new ways and sharing information like never before.  We saw this with the research firms developing partnerships to share key data and insights to help us all get through.  States like Wisconsin are coming together to market to the group markets for the first time to create collaboration among the state, drive awareness and ultimately create a positive impact for the state’s group segment recovery.  This collaboration not only makes sense but is what the planners are asking for. 



TRAVEL 
WISCONSIN’S
GROUP MARKETING PROGRAM
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Now, I will give you a brief overview of the Wisconsin group marketing program.



Wisconsin - Where the 
unexpected is ready to be 
discovered.
Your state has heart. Our agency extends the story. Together, we attract 
potential group planners by ensuring that they know their experience in 
Wisconsin will resonate.

Not only does Wisconsin have what travelers want, it has what meeting 
planners, sports organizers and attendees want. At Digital Edge, we know our 
job would be to make sure they know they can find it in Wisconsin.

Digital Edge will work to help the state build awareness among meeting 
planners, sports organizers & showcase that the state has opportunities for 
groups to find the unexpected! 
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Wisconsin truly is where the unexpected is ready to be discovered.  We see that your state has heart and our team will help you tell that story to the right group planner audiences and create engagement. Our goal will be to build awareness and share the opportunities for groups to find the unexpected.



Our Goals for the Meetings Marketing
1. Create awareness for the State of 

Wisconsin as a viable option for 
meetings and sporting events

2. Build knowledge of Wisconsin group 
offerings among key audiences

3. Create an integrated approach across 
digital media, the meetings website, 
social media channels, trade media, 
and trade show presence

4. Develop a strategic approach that 
builds on success year after year
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The program goals will create awareness, build knowledge, utilize an integrated marketing approach and build a strategic approach from which we can build success on year after year.



Creative Development

Campaign To:

1. Differentiate Wisconsin
2. Drive awareness
3. Target specific planners  
4. Play off your branding working in 

harmony with Hiebing
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The campaign creative will aim to differentiate Wisconsin, utilize messaging that is on brand and in harmony with your overall brand marketing strategy.



Digital Media Approach 

Digital Edge will take an integrated media approach to your marketing:

● Using a mix of display advertising via the world’s largest and most 
efficient advertising networks

● Retargeting campaign landing page traffic & meetings website visitors
● Geofencing for major trade shows where Travel Wisconsin would like an 

increased presence
● Social media distribution campaigns via LinkedIn and Facebook

Targeting focused on the primary geographic markets with the highest 
opportunity for ROI, media placements will offer the greatest targeted and 
cost-efficient reach.
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360K impressionsJune ‘22 to June  ‘23Targeting association, corporate, incentive and third parties 



Trade Show Marketing

Create an enhanced presence via integrated 
marketing for Wisconsin at the key shows where 
significant investment is being made.

● Connect Marketplace
● ASAE Annual Meeting
● IMEX America
● Northstar's Destination Midwest in Madison
● NASC
● Holiday Showcase
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Content Marketing Approach 

Strategy-backed Content Marketing in Harmony with a destination's Sales 
and Marketing Efforts 

The goal of the content will be to 
motivate a planner to learn more 
about each of the region's/cities 
meeting product offerings.
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Social Media Distribution 

Social media marketing gives you Wisconsin the 
opportunity to communicate at a deeper level than a brand 
campaign can, communicate more often and drive 
planners to specific pages of content they would benefit 
from



Destination Marketing Done Well.
Meetings Marketing Off The Charts.

www.digitaledge.marketing

833.438.1110
info@digitaledge.marketing
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Thank you so much for your time and attention.  We are truly excited and grateful to be a part of this excellent State’s marketing efforts.  

http://www.digitaledge.marketing
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